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Abstract  
Article propose in a synthetic and punctual manner, a debate fundamentally aimed on two research directions: to what extent the 
perception of doctors towards the use of marketing principles in the daily activities is in contradiction with their professional 
ethics and how it can be modelled the doctor-patient relationship by consistently integrating the principles of marketing in 
medical work. Authors propose a number of conclusions and suggestions from both scientific literature review and a qualitative 
research conducted on doctors in Bucharest dental offices. The research suggests that, fundamentally, doctors perceive their work 
as performing a medical act that exceeds the boundaries of a purely commercial prestation. From this point of view, the use of 
marketing mix in medical work is a challenge for marketers, being necessary emphasizing the specific social marketing 
component in the development of medical marketing strategies. 
© 2013 The Authors. Published by Elsevier B.V. 
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1. Introduction 
Applying marketing principles in medical services represents a constant challenge from the point of view of 
patient  medical personnel relationship optimization. This optimization process encompass not only the 
maximization of patient satisfaction in terms of efficiency development, but also achieving objectives specific for 
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the social dimension of medical activity. From this perspective, the way doctors are motivated to make higher 
quality services represents a key to the whole process.  
an be also applied in the field of medical services, taking 
into consideration that in case of doctors the problem of motivation is far more complex than in any other fields. The 
acter  a unique combination of intrinsic 
and extrinsic motivations, developed in the context of a strong social background medical activity. One of the most 
pecting ethical 
principles represents the very foundation of medical activity. Thus, integrating marketing at the level of medical 
activity cannot be achieved without a real connection to these ethical principles. We all know that marketing activity 
has its own ethic code of conduct, its own principles referring to a proper advertising, a proper way to inform the 
customers, correctness, transparency etc., but in the field of medical services all these have to be completed with 
aspects regarding ethics of medical act. 
The present paper wants to highlight the perception of doctors regarding the capacity of marketing activity to 
fulfil their needs in order to maintain a proper relationship with the patients and achieve professional objectives. 
2. Integrating marketing in medical activity  the problem of direct to consumer advertising 
Marketing application within medical activity was performed for the first time in the context of general services 
development and adaptation of marketing concepts to the specific of medical prestations. This process was a very 
complex one, the true development of a theoretical body of knowledge specifically tailored for medical services 
 
 ion for healthcare organizations. In this 
context, after 1982, advertising begin to be used on a large scale for healthcare organizations.  
At that time, the promotion activity was carried out by professionals with lack of experience regarding effective 
adaptation of promotional techniques to the specific of medical services. In some cases, this situation is still present 
today, creating the false perception that marketing in the field is all about advertising and promotion. 
y in the field of medical services begin to encompass all the aspects characteristic 
for the extended services marketing mix. In present days, marketing in the medical field is still evolving, trying to 
keep up the pace with technology development and evolution of the modern patients. Although, in general, the 
overcome, there are still some specific aspects of marketing activity that raises problems of ethical nature and give 
birth to debates between experts. 
These aspects relate to the way advertising is done today in the medical field, especially in terms of drugs and 
medical products/materials. 
Ethical problems manifest because drugs and other medical products are not similar with other consumer goods, 
the need attached to their consumption is a special need, mixed with a high degree of emotional involvement and a 
particular pressure related to the moment of consumption. The consumers are not m  they are 
patients  people that are in a particular condition or state regarding a health issue. The ethical aspect is concerning 
the advertising used for drugs and other medical products addressed directly to consumers. Direct to consumer (or 
 
The phenomenon related with direct to consumer advertising for drugs and medical products is very nuanced in 
the international context. Thus for many countries like Belgium and other countries that have a strong regulation 
regarding advertising for drugs and medical products, the influence of DTC advertising in terms of consumer 
decision making and relationship with doctors is very low (Dens et all, 2008).  
When referring to Romania, the problem regarding direct to consumer advertising is regulated in a similar 
manner with many countries in Europe, the act nr 95/2006 establishing that direct advertising to consumers is 
prohibited for drugs that are on prescription lists being permitted in case of prescribed drugs or over the counter 
medication for doctors or other professionals.(Sima, 2011) 
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Another regulation that was imposed into the field is The National Authority for Drugs and Medical Devices 
pharmacies or other locations for selling drugs, including advertising made with the occasion of conferences, 
congresses of specialized individuals. The resolution specifies that any form of advertising have to be approved by 
the Authority before being made. 
In the same time, in countries with more light regulation about this topic, the situation may be almost the same  
patients do not tend to be very scrupulous about drugs promoted by TV media channel or other direct to consumer 
meanings. This situation may be the result of the particular cultural profile of the consumers, and the particularities 
of social relationships. 
For a better understanding of what are the implications of direct to consumer advertising both form the point of 
view of doctors and patients alike we will make a short review of the main stages in direct to consumer advertising 
evolution. 
In the context of social and cultural movements aiming consumer rights  
traditional relationship between patient and doctor was changing, becoming a relationship in which the patient has a 
greater control over the information and decision-making.  
In the same time, big corporations included the discourse of autonomy and individual rights into marketing 
strategies in order to encourage mass consumption for different types of consumer goods. So it becomes clear that 
the patients. Thus the responsibility to consume any kind of medication is passed to patients, and the medical 
different diseases. 
Until 1990s, another interesting trend was manifested; prescription drugs were promoted and marketed almost 
solely to doctors and healthcare professionals. After 1990s, the widespread of drug advertising was a reality. Direct 
to consumer advertising evolve in figures  300 million $ in 1995 to 3 billion $ in 2003 (Fisher, Ronald, 2008). That 
leads to a rapid growth rate, about 28% annually between 1996 and 2001(Jones, 2011). 
Another aspect revealed is the shift regarding clinical trials on the US market. After 1990, clinical trials may 
e patient that could not afford 
a health insurance program. 
Reviewing the scientific literature on the topic a number of conclusions may be pointed out as regarding the 
possible influence of DTC advertising on patients. From this respect there are considered as possible positive 
aspects the following: 
- 
have access to the right information in order to get the medications he need, 
- many individuals that are not yet diagnosed with a disease could become aware of a medication method 
using information provided through DTC advertising regarding different drugs. (The example of 
depression is used in the context) (Fisher, Ronald, 2008), 
- patients are more likely to take prescribed drugs. Quantitative research on extended basis have proven on 
large-scale sample that doctors and patients consider that DTC advertising help them to take more 
regularly a long-term treatment (Bonaccorso, Sturchio, 2002), 
- DTC advertising could have an education role. There is evidence suggesting that patient consider talking 
with their physician about new type of diseases. In addition, there are studies indicating that educative 
role of DTC advertising is clearer stated in case of minorities populations (Morris, Godson, Burroughs, 
2006), 
- tendency among patients to discuss about health plans and health management (Sumpradit, Fors, 
McCormick, 2002), 
- encourage patients with a low socio-economic status to discuss about their health problems and  seek 
medical care on a regularly basis (Abel et all, 2009), 
- some statistics suggests that DTC advertising does not creates mass demand that negatively affects 
society, because DTC advertising increase drugs sales about 8 billion $ from a total of 2,400 billion $ on 
American market, being far less than 1% (DTC Perspective Magazine, 2012). 
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On the other hand, specialists report a number of issues that are considered negative, related with DTC 
advertising, many of them being strongly related with ethical aspects: 
-  
- consultation time is wasted explaining a drug pro and cons, 
-  
- may increase prices, 
- fails to ensure a balance between risks and benefits (Weissman et all, 2004), 
- advertising for over the counter drugs can lead to misinterpretation of information, 
- DTC advertising may impose pressure over doctors to prescribe inappropriate medication, 
- encourages self-medication (could represent a negative aspect because in the majority of cases, people 
-diagnose), 
- DTC advertising could trivialize and foster an excessive use and abuse of medication, 
- the information provided in the TV, radio or print advertising is incomplete regarding the side effects of 
drugs, 
- the content of messages is centered on different competitive attributes in order to determine buying, 
- advertising is very expensive, and as a result, just some of the latest, new, expensive prescription drugs 
are heavy advertised, not all the alternative treatments being exposed to the public. As an example in the 
first half of 2012 only 20 drugs have about half of the all spending in DCT advertising on USA market 
(DTC Perspective Magazine, 2012), 
- DTC advertising does not properly educate the patients regarding possible complications and other risk 
factors (related also with medical devices or specific type of surgery), 
As we can see above there are multiple aspects of DTC advertising, positive and negative, all of them with 
complex effects, many of them in the field of medical act ethics combined with marketing practices ethics. 
Other relevant studies combine negative and positive aspects showing the complex character of the perceptions 
regarding direct to consumer advertising. 
Thus a study conducted on 643 respondents  doctors, show that 70 % of respondents felt that DTC advertising 
helped educated patients about available treatments, and 67 % consider that DTC advertising help them to have 
better discussion with the patients. In the same study, it was revealed that four of five doctors believed that DTC did 
not provide balanced information between risks and drugs attributes and a same proportion think that DTC 
encourage patients to seek treatments that they do not need (Weissman et all, 2004). 
Regarding the effects of DTC advertising on current practice of doctors it was revealed that most of the 
specialists that were positive about DTC prescribed the advertised drug, suggested a lifestyle change, or recommend 
a diagnostic test. 
Another interesting finding shows that in case of Chinese consumers, these have a very positive attitude toward 
advertising in general, and toward pharmaceutical advertising in particular.  
Is important to note that on Chinese market one sixth of total advertising is concerning about pharmaceutical 
advertising. 
They accepted pharmaceutical advertising as brand differentiation instrument and market information tool (Chen, 
1998). In addition, they are concerned about the economic costs of advertising and they support the need for a 
tighter control of the content of pharmaceutical advertising. They use sharing channels for communicate 
dissatisfaction.  
From the perspective of medic  patient relationship the effects of DTC advertising are quite complex. The 
information circulated through advertising may lead to the situation in which the patient makes his own mental 
construct regarding the treatment for a particular disease or injury. When the communication with the doctor begins, 
patients tend to question the specialist from similar dialogue position, forgetting that they are in front of 
professionals having a much broader scientific and specific culture. So situations in which patient tent to question 
 help or even worse, the doctor competence become more and more possible in this 
context.  
Another ethical issue is concerning the type of message that most drug advertising imply. It is related with 
emotional and stress situations but not every time because of a disease.  
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Many of DTC advertising messages call on patient vulnerability, perception about health, health status from the 
perspective of reference groups etc. 
Other ethical aspect may concern the use of celebrities in drugs or medical product advertising. The technique is 
used with more or less success for many products and brands. In the medical field, the technique was used for 
selling drugs, types of surgeries, prostheses and other medical products and materials. 
As regarding the influence of marketing techniques used by pharmaceutical companies on doctors, they interact 
in different ways. 
First of all is about meetings with sales or drug representatives. Another way is through direct mailing, 
advertising in medical journals and newspapers, sponsorship of medical conferences or even medical products. 
(Breen, 2004). 
This kind of interaction is important because even the number of doctors attending these meetings is small, they are 
considered opinion leaders that can influence a lot the perception about new drugs, procedures, etc. 
For the medical profession is imperative that a medic have the capacity to give advices and treatments having an 
independent and trustworthy attitude that will serve patient interests and needs for the best.  
to scientific, professional journals as specialists rely on information circulated through specialized journals.  
- a new one, an expensive 
one etc. Because of the scholarly nature of such publications, advertising will be considered also a reliable source of 
information, with a high degree of credibility (Fugh-Berman et all). In this case, a problem of ethic will be the 
content and effective information that advertising may imply. Doctors could be transformed in an image vector for a 
particular drug, advertising producing a kind of sensibility that can be transferred in day-to-day activity and 
prescriptions. 
Solutions to diminish the influence of marketing techniques used by pharmaceutical companies on doctors, may 
comprise implementation of training programs for young doctors, at the level of undergraduate studies. 
Relationship between doctors and patients is influenced by a diversity of factors. Among them, a very important 
one could be the predisposition of the physician to be empathic related to emotional needs of the patient.  
Studies have shown that from the perspective of patients the quality of time spent on a consultation is far more 
important than the quantity (Ogden Jane et all, 2004). Patients appreciate the specialists that have time to listen and 
actually are understanding the emotional needs of the patient, not only the medical dimension of the his problem. 
The short synthesis of various and complex aspects regarding the problems related with direct to consumer 
advertising show that marketing techniques can rise questions centered on the ethics conceptualization not only for 
marketers themselves but for physicians too. If doctors have a strong professional and moral profile, prevalent in 
their activity will be the safety and interest of the patient.  
Otherwise, the ethics of medical act can be serious altered and the social efficiency on long term of the whole 
health system can be affected.  
Specialists that observe and quantify in the last ten years the issue regarding direct to consumer advertising 
proposed some possible solutions in order to minimize the negative effects and maximize the positive ones.  
These solutions are developed around provision of complete unbiased information, having limitations on 
financial arrangements between doctors and pharmaceutical industry, developing adequate post marketing reporting 
and conducting more meaningful clinical trials (Fisher, Roland, 2008). 
3. Qualitative research regarding the principle of marketing implementation degree a
activity in dental offices 
Authors have conducted a qualitative research as an in depth semi-structured interview, having among the 
objectives the following: identification of key elements regarding marketing culture of respondents, determine the 
level of marketing activity implementation within the dental offices, identify the segmentation and positioning ways 
acquiring specific marketing expertise and applying this knowledge in everyday activity, characterize the perception 
regarding development of a long term  patient relationship specific to marketing and application of loyalty based 
techniques. 
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At the level of research sample were selected respondents using a selection questionnaire that has as main filters 
the following variables: age, specialty, decision capacity at the level of dental office. The final sample was 
consisting of 30 respondents, equally spread between sexes and having as age range 35-55 years of age. The 
proportion of managers and doctors with high degree of responsibilities at the level of dental offices was also equal 
among respondents. 
In a brief, after the content analysis, we may point out the following conclusions of the interview: 
- The degree of familiarity with concepts and notions about general marketing or dental marketing is very 
 
- General perception about marketing activity is structured at the level of respondents in two main 
directions: 
 For the doctors that have a high degree of managerial responsibilities at the level of dental office without 
the quality of being the owner of the office, is relevant the perception which states that marketing is 
associated with sales and promotion of products on a specific market, the medical act involving the dental 
healthcare service provision being perceived separately from this activity  like a private relationship 
between doctor and patient, 
 For the doctors that have also the quality of owner of the dental office in question is relevant a 
entrepreneurial attitude, marketing being seen as a modality to promote the dental office within a highly 
competitive environment 
- The utility of marketing activity at the level of dental offices is correlated with the personal experiences 
that every manager or doctor have along time. Some of respondents are not convinced because of poor 
results obtained over time and because a complete and correct misunderstanding of proper ways of 
marketing activity operationalization at the level of dental office, 
- Organization of marketing activity for individual offices is nonexistent. Larger clinics reveal a number of 
3-4 employees who perform some functions associated with marketing activity such as supply functions 
 
- The degree of concern regarding competition is quite low, respondents being aware only of general 
information about competition, not having practical modalities to measure or forecast the competition 
activity 
- The vast majority of respondents are not fully aware of the actual position of the dental office on the 
market. The physicians that are in the same time owner of the dental office have a noticeable sharper 
image at the level of positioning attributes of the office. Main positioning attributes identified being: 
dental office location, price, services quality, materials and instrumentation quality, contact personnel, 
office ambient   
- The opportunity to call on marketing specialists is seen different: owners of dental offices consider it a 
waste of resources, other doctors not involved in management seen it as an real opportunity 
- The category of personnel considered the most efficient in communicating with customers represents the 
nurses, these being considered the equivalent of a public relations and client service specialist. The nurse 
is the key of communication process because is implied before and after the communication with the 
doctor itself, 
- Perception referring to the opportunity to train in the field of marketing is fragmented, generally, 
respondents agreed to engage in courses strictly specialized on dental marketing 
- of 
services, developing a kind of particular attachment between patient and doctor  patients follows doctors 
for years in some cases regardless of the dental office new location, name of the office, etc. It can be 
observed a high degree of emotional involvement from some of the respondents regarding patients that 
perceiving themselves as persons that are committed a noble medical act, building a deeply emotional 
interpersonal relationship and less or not at all being a mere service providers that can be substituted with 
others in a classic competitive market. 
return degree is an 
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office, patients will be loyal in relation with the doctor in the first place, not necessarily with the office, the loyal 
patient requires accurate completion of a treatment. 
4. Conclusions 
The brief exploration of possible implications of marketing activity at the level of medical activity could be 
summarizing in some conclusions and possible future research directions. As we can see, marketing in the field of 
medical services has evolved through time reaching a complex dimension nowadays. In the postmodern era, 
marketing at all levels of human activity is challenged to cope with new and complex requirements.  
The postmodern consumer, a hyperactive one, having access to an immense quantity of information, connectivity 
capabilities and mobility is more and more demanding in terms of marketing strategies.  
This particular image of actual consumer changes also the relationship nature between him and those who 
provide what he needs. If we talk about medical services, as we stated before, the need correlated with such services 
has a special status for every individual.  
The emotional involvement is higher and the dynamics of the need related with medical services is also atypical. 
In this context, applying marketing principles within medical activity will be always a challenge. As we can see, in 
the process of identifying the best methods, strategies to fulfill such needs, marketers have to bear in mind the 
delicate problem raised by the ethics of the medical act.  
The medical act has its own ethics, because has to deal with the very essence of the human bean, and all the 
actors involved (doctors, policy makers, patients, etc.) have to connect themselves to these ethical principles. On the 
other hand marketing activity has also its own ethics, its own code of conduct (stated already by many specialists or 
professional organization like AMA, ESOMAR, etc.).  
Putting together these principles represents a challenge and in the same time a necessity. In our opinion, having 
marketing fully integrated at the level of medical act provision is possible and desirable. If we identify the proper 
instruments to determine and measure, the specificity of health related needs medical marketing may become a 
fundamental instrument to achieve social good.   
offer to the main actors  the physicians the possibility to harmonize their perception about the medical care  a 
social and human endeavor with marketing principles 
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